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Abstract 
In marketing there is a constant debate between the adaptation and the standardization of the marketing mix elements. Within the 
marketing of ideas (Fine, 1981), several macro and micro phenomena are in progress which condition the process of societal 
change. Thus, the policies can be considered as hybrid marketing products and the lobby and advocacy processes as exchanges 
embedded with elements of negotiation, soft power and persuasion. It is our purpose to pinpoint several research settings in 
marketing and in european(isation) studies so that we may converge towards new hybrid research frames, thus allowing us to 
depict some conceptual conversion patterns regarding the European public space and how the meaning makers within the 
institutional system of the European Union (re)frame the policy, either through adaptation or standardization of (the) meaning. 
We shall use as an example the EU gender policy and the two action plans for the periods 2006-2010 and 2010-2015. 
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1. Introduction 
This paper focuses the relation between Europeanization studies and the marketing debate of local adaptation 
versus standardization, as it is included within a larger research project focusing cognitive dissonance contexts in the 
communication processes of the European Union gender policy, from a marketing approach. In order to bridge up 
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the marketing research setting and the Europeanization setting, it was necessary to find a common research ground, 
so that conceptual conversions could be enhanced towards coherent hybrid conceptual constructs. In our case, this 
common ground was the marketing of ideas (Fine, 1981). Considering the European (gender) policy as a hybrid 
marketing product, with a specific European policy cycle (Jones apud Boussaguet, Jacquot, & Ravinet, 2009), or in 
marketing terms, product life cycle (Levitt, 1965), and in order for this product to be communicated within and by 
the EU institutional system, we had to first depict the appropriate communicator(s). According to the stages of the 
policy cycle embedded within the communicative actions of EU, the most salient of the institutions was the 
European Commission, already considered the main communicator of the European Union (Cini, 1996). What also 
allowed for conceptual conversions was the form of communication, in our case a melting pot of public, political 
and institutional communication. Several communication campaigns and communicative actions (Habermas, 1984) 
on gender specific issues have been strongly inter-related with policy strategies of the European Commission and 
have been “examined” through the Europeanization “conceptual lenses” in several studies (Eder & Kantner, 2000 
apud Van Os & Jankowski, 2005). In order to analyze a European policy through a marketing “lens” it was 
necessary to translate the conceptual instruments of local adaptation vs. standardization debate by using the 
Europeanisation dilemma. 
According to our marketing literature review, we concluded six research strands for the local adaptation vs. 
standardization debate, which we were able to convert, thus resulting five strands compatible for the marketing of 
ideas approach. Within the larger research project these five hybrid strands were first applied onto the strategic 
documents concerning EU gender policy for two periods, namely 2006-2010 and 2010-2015, by using the framing 
methodology (Entman, 1993). Than the resulting conceptual nodes and conceptual flows are going to be checked 
against online communicative platforms, using a big data qualitative analysis software. In this paper we shall 
present only the 11 research strands and several results of framing the conceptual flows within the European 
strategic documents, related to communication campaigns and communicative actions from the first period, 2006-
2010.  
2. Research strands in marketing for the local adaptation vs. standardization debate 
The first research strand focuses the organisation, as a determinant for the adaptation vs. standardization debate 
(Solberg, 2002) - whether the central, local or regional level should be the right place for strategic marketing 
decisions. The evolution towards globalization has created pressures upon managers to gradually centralize the 
decision-making process out of control reasons (Isdell-Carpenter, 1986). However, centralizing the decision process 
and the control over marketing does not necessarily mean standardizing the marketing programs, despite a relative 
influence. 
The second research strand deals with the alignment of values associated to a brand at the central level with the 
identified local needs of customers (Mee & Hobbs, n.d.). The alignment process of the value system is grounded 
within two key-concepts and two positioning processes. The key concepts are: TVP, or target value proposition and  
value positioning (Fill, 2009). For both, the conceptual frame used is the message. The key processes are: global 
customer engagement framework (Brodie, Hollebeek, Jurić, & Ilić, 2011) and mapping the stakeholders (Mee & 
Hobbs, n.d.).  
The third research strand centers the delivery of value. From an evolutionary approach, marketing thought and its 
strategic focus have developed from strategies designed on basic production and product  to strategies addressing the 
consumer and her/his special needs. Thus the companies have undergone a strategic marketing crossover: from 
suppliers of products to innovators of products and then towards lobbyist of products (Ryans Jr, Griffith, & White, 
2003). Despite this transition, a consensus was not reachable for our debate and one of the reasons for this was 
considered to be the use of different definitions for the same term, namely efficacy. According to Ryans Jr, Griffith 
& White (2003) a paradigm shift was necessary when dealing with efficacy, namely from considering company 
performance intertwined with value delivery to considering efficacy solely connected to value delivery. At this 
point, several definitions were coined for value, either as an interactive, relative and preferential experience 
(Holbrook, 1994) or as a subjective appreciation of the benefits, including social and economic inputs. 
The fourth research strand addresses the dynamic of standardisation. Viswanathan & Dickson(2007) proposed an 
integrative approach based on three components: homogeneity of client reaction, homogeneity of economic freedom 
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and feedback effect, thus defining standardization as a continuum between adapting all aspects of marketing 
strategies and standardizing them.  
The fifth strand deals with the country of origin effect (Al-Sulaiti & Baker, 1998) considered one of the most 
important factors from an international competitivity perspective. There are two main models which are referred to 
when dealing with this effect: the Halo model (Johansson, Douglas, & Nonaka, 1985), according to which 
consumers rely on the country of origin image in the context of unfamiliarity with products, and the Summary 
Construct model (Min Han, 1990), which suggests that the consumer develops a file of information about 
brands/products stored as an evaluation benchmark each time she/he deals with a new product. The structure of the 
effect (Vrontis & Thrassou, 2007) deals with the following elements: experience, knowledge, stereotypes, 
ethnocentrism, political/cultural relations, client image of the product country, target audience specifics, image 
embedded within the brand. 
The sixth research strand focuses the media infrastructure and the Internet. Globalisation is considered the 
driving force behind a greater similarity between markets, technological unification and a higher convergence of 
needs, tastes and client preferences (Theodosiou & Leonidou, 2003). The approach of media infrastructure, Internet 
evolution and the new types of clients in the context of marketing mix pushes the conceptual filtering process 
towards the advertising infrastructure (Harvey, 1993) of each market and/or country, turning the debate on 
marketing adaptation vs. standardization dilemma into an advertising dilemma. However, with the implications of 
the Internet development, standardization was no longer an issue, as the Internet is “a glocal instrument, which 
allows companies to create local content with a global access” (Okazaki & Skapa, 2008). 
3. Europeanisation studies and the conceptual proximity of the marketing of ideas debate on adaptation vs. 
standardization  
Europeanization has been and still is considered a highly used concept for debates within European public space, 
in the negotiations of European policies and in the manner used by European stakeholders to perceive debate and 
evaluate these policies. Similar to the adaptation vs. standardization debate in marketing, the debate on 
Europeanization follows specific paths, in terms of research and positioning. Several communicative actions of EU 
institutions were dealt with through the Europeanisation lense, but we did not find any research endeavours which 
might have focused on the local adaptation and/or standardization of the meaning within the policy messages 
embedded in the communication campaigns or communicative actions. Taking into account the six research strands 
presented earlier, we shall proceed to the Europeanisation studies considered by us in our research and depict the 
conceptual proximities we were able to identify in our research, which actually supported the conceptual 
conversions.  
The research strands of Europeanization often deal with concepts such as integration, governance and public 
sphere. A first study distinguishes two approaches of political communication Europeanization (Risse & Van de 
Steeg, 2003): the first refers to use of indicators like Europe, European institutions and European affairs in the mass 
media and the second cites the media which communicate on European topics. The authors argue for the similarity 
in framing (Cmeciu, 2013) European topics in national media, thus leading to interpretative schematas and similar 
semantic structures, considered highly important pre-conditions for the manifestation of a “transnational 
communication community” (Van de Steeg, Rauer, Rivet, & Risse, 2003). For our research, we consider them as a 
semantic standardization of a thematically framed topic, and, according to the authors, it is these collective 
meanings that could allow for a real European public sphere. In other words, standardizing certain meanings of 
several European issues by institutional communicators (i.e. the Commission), named by us meaning makers, could 
allow for the outlining of a coherent public space, in which different opinions could be unfolded on the same topic.  
A second study deals with the meanings, expectations and points of view conveyed through debates as important 
indicators for the Europeanization of political communication (Trenz, 2004), as part framing European topics in 
media. The authors consider that the framing indicates whether and why a certain issue is relevant and if it can be 
perceived as a qualitative criterion for the existence of a European public sphere. They identify three framings: 
interests, identity and values - transversally shared across the member states through national media. A third study 
(Koopmans et al., 2005) brings forth the relativity of concepts, namely that European sphere is relative to the 
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national, regional and even local spheres, and consider this relativity reflected in spatial accessibility and the 
limitations of public communication, both identified through communication flows and the relative density of public 
communication within and between different political spheres. Based on four media functions and on the 
dependence between integration and the policy cycle, the authors approached political mobilisation and 
communication through the unit of claim-making, defining the claim as a public individual expression of a political 
opinion, either verbally or physically expressed, with four components: author, recipient, the object and the issue. 
Based on these two studies and on the Europeanisation models outlined, we do believe that there are certain tools for 
depicting whether we deal with an adaptation of information or with a standardization of a meaning, when dealing 
with European policies.  
4. Five hybrid research strands 
Due to the conceptual proximity outlined, we were able to convert all the six marketing research strands into five 
hybrid ones, namely: the institutional system, as determinant; alignment and delivery of the benefits associated with 
a policy; ideology of origin effect and the web 2.0. (r)evolution and the new communication paradigm of the EU 
institutions. The institutional system of the EU presents an inter and intra functional outline. In several socio-
political contexts, the European Commission (EC) has been both the communicator – inter institutions – and the 
mediator – intra institutions –. Through the EC Representations, executive agencies and information networks, the 
communication decisions of the European Commission have adapted to global communication pressures through 
strategic decisions of communication; message structure; choice of communication instruments and advertising 
strategies and by  means of political measures; policy initiatives; lobby and a designated communicator 
(commissioner, director, Member of European Parliament). Relating these aspects to the policy cycle, we observed 
that change has become a standardized element – thus the policy approach shifted by means of conceptual shifts. 
Shifting the concepts, than the local significance had to be re-adapted.  
When dealing with the benefits associated with a policy, these were mapped according to multiple criteria, 
namely the policy cycle, the coherence in monitoring and evaluation and the communicative competences of the 
institutional communicators. We concluded that the benefits for the citizen were embedded within the policy value 
structure, which was partially standardized by the legislative input (i.e. the Treaty article) and partially adapted by 
the periodically altered time-space frame. Depending on this frame, the standardized elements were redefined 
through the global setting of beneficiary involvement and the mapping of relevant stakeholders. Value, as defined in 
our case, as social and economic benefits, if not delivered through public policies entailed a restart of the policy 
cycle, namely a new agenda setting, a new stakeholder mapping and new communicative paths to follow. 
The ideology of origin effect can be applied to the individual communicator, such as an MEP or a Commissioner, 
by the recipient, i.e. the citizen or the final beneficiary of a policy, and deals with ideas, beliefs, knowledge, 
judgements, emotions, social representation and conceptual networks, all deriving from what an ideology is (Van 
Dijk, 2005). Ideologies expose evaluative opinions, similar to the claim unit identified in the Europeanization 
studies. Thus, being sharable, ideologies expose the social opinions of a group, which in turn cluster in a more 
familiar marketing notion, namely an attitude. Ideology is also a self-sufficient schemata of interpretation for the Us 
vs. Them representation as social groups. In Table 1 we presented the structure of the ideology of origin effect. 
                                                                                 Table 1. Ideology of origin effect - structure     
Country of origin effect  
(Vrontis & Thrassou, 2007) 
Ideology of origin effect 
(adapted after Taun van Dijk, 1998) 
Experience  Episodic memory  
Knowledge  Beliefs  
Stereotypes  Social arrangements (generated values with a specific 
ideological content)  
Ethnocentrism  Truth criteria  
Political and/or cultural relations from the country of origin or 
the country of acquisition  
The political and/or cultural relations between the 
ideology of the “inception” political group and the 
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ideology of the target audiences  
Country of origin image, embedded within the product  For a specific policy, the outline of the ideology of 
origin 
Specifics of target audience  Specifics of final beneficiaries of a policy  
Political, social and economic factors inside the country 
where the acquisition happens 
Political, social and economic factors inside the 
country where the communicative action happens  
The image inside the brand The image of the dominant policy group embedded 
inside the policy (hybrid marketing product)  
 
In the case of the digital local conversation model adopted and adapted by the EU institutions, the path chosen to 
involve the beneficiaries of policies was engagement, namely the citizen becomes active due to the responsible 
institutions’ efforts to understand him/her. One of the known paradigms in offline communication, applied already 
through Plan D, was the go local approach, which in online translated into digital communication campaigns 
initiated by the European Commission and European Parliament, with a binary purpose: to learn and to engage 
citizens in national digital public spheres. The second paradigm referred to the 4Cs: customer service, content, 
conversation and collaboration. 
5. Conceptual flows generated from framing EU gender policy 
At this stage we have outlined the conceptual tools which we are going to use for both the institutional 
communicator and for the final beneficiary, in the main research project. For this paper we shall pinpoint several 
conceptual flows which were depicted from the EU strategic documents, for the period 2006-2010 (see Table 2).  
Table 2 An initial conceptual mapping on EU Gender Policy for the time frame 2006-2010 
Conceptual flow [framing theory (Entman, 1993)] Conceptual tool Communication campaign/ 
Communicative action 
2006 and 2007   
structural disfunctionalities of the EU working 
labour market + incomplete transposition of EU law 
at national level → the economic independence is 
unachievable 
the institutional system, as determinant 
alignment and delivery of the benefits 
associated with a policy (what is economic 
independence) 
2007 - European Year of Equality 
for All 
social dialogue + Barcelona Objectives → 
reconciliation between private and professional life 
alignment and delivery of the benefits 
associated with a policy (what is 
reconciliation between private and 
professional life) 
 
Cohesion Fund + catalyst for the EU gender policy 
→ economic growth + productivity + increase in 
jobs 
ideology of origin effect (Barroso 
Commission I + Lisbon Agenda) 
European Gender Pact 
setting up of European Institute for 
Gender Equality 
segregation of labour market ↔ stereotyped choices 
in education patterns 
ideology of origin effect [social arrangements 
(generated values with a specific ideological 
content)] 
flexicurity 
2008   
workforce increase + education + changing gender 
roles + stereotypes → the focus shifts from 
quantitative towards qualitative 
ideology of origin effect [Barroso 
Commission I + Beliefs (what are gender 
roles) + Truth criteria (choosing qualitative or 
quantitative truth)] 
Celebrating 50 years since the EU 
Gender policy was established 
new jobs → high quality of (new) jobs → new 
employees → higher potential of employees 
alignment and delivery of the benefits 
associated with a policy 
2007 - European Year of Equality 
for All - Reports 
the gender stereotype is a barrier for the individual 
choices of men and women → negative influence on 
education, on assuming family roles and on 
representation in decision making positions 
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2009   
occupational and sectorial segregation + stereotypes 
in choosing educational patterns (glass ceiling) → 
weak representation of women in decision making 
positions (few women managers) 
 Gender Pay Gap Campaign 
Girls in Science Day 
Professional Women’s Network 
2010   
work patterns: male breadwinner vs dual-earner 
model 
alignment and delivery of the benefits 
associated with a policy (what is the most 
efficient work pattern) 
2010 - European Year for 
Combating Poverty and Social 
Exclusion 
gender pay gap → structural and behavioural 
changes → redefining gender roles 
 15th Anniversary of Beijing Platform 
 
6. Conclusions 
The process of societal change begins with a social phenomenon, such as gender mainstreaming or gender 
equality, anchored within an idea. Mapping this change within the marketing of ideas domain was possible through 
the conceptual conversion of the local adaptation vs. standardization debate into one specific to europeanisation 
studies. As we have shown in this paper, conceptual mappings of the process of meaning making were possible as 
long as the appropriate conceptual tools had been created. Because our case study was focused on the gender policy 
of EU, we applied these hybrid tools onto the strategic documents issued by the European Commission through 
framing methodology, thus relating the conceptual flow with the conceptual tool and with the correspondent 
communicative frame. The results showed that it was possible to map the meaning either through strategies of local 
significance adaptation, where by local we mean lower levels of the EU institutional communication process, or 
through strategies of standardized change. 
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